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Abstract This study aims to determine the effect of brand communication variables, 
brand image, brand trust on the brand trust of The Body Shop products. 
This research is a quantitative research The data sources used in this 
research are primary data and secondary data. The sampling applied in this 
study uses a method called the Non Probability Sampling technique. This 
research make use of Structural Equation Modeling (SEM) as a statistical 
instrument in an effort to test various hypotheses that have been 
determinedwith the help of AMOS software. The results showed thatBrand 
communication has a positive effect on brand image, brand image has a 
positive effect on brand personality, meaning that the better the brand image 
of a product will affect the brand personality. The results also show that 
Brand communication has a positive effect on brand trust, meaning that 
brand communication has no influence on brand trust and brand image has 
a positive effect on brand trust and that the better the brand image created 
by a product will increase trust in consumers and brand personality has a 
positive effect on brand trust. . 




The rapid development in the business world has forced companies to face fairly fierce 
competition and competing to attract as many consumers as possible. This competition also 
occurs in terms of fulfilling needs, one of which is in terms of beauty, companies are required 
to be able to know and understand what consumers want, this is done so that companies can 
survive and can compete with other companies. The Indonesian cosmetic industry market 
provides opportunities for marketers to import beauty products. The Body Shop entered the 
Indonesian market since 1922.The Body Shop is a global cosmetics and beauty company that 
got the idea of making it using natural ingredients and producing products that are based on 
ethical values. The Body Shop was founded in 1976. The Body Shop is now a large franchise 
worldwide, with approximately 2400 stores in 61 countries.The Body Shop can excel in 
several products as depicted on the Top Brand Index. The top brand index is measured using 
3 parameters, namely top of mind, last usage, and future intention. 
Several products from The Body Shop have not shown a significant percentage each 
year. Body mist and body butter products are still quite high in the Top Brand Index, while lip 
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gloss and foot cream products have always decreased, even in 2017-2020 cream products 
were not included in the Top Brand Index, as well as lip gloss products. 2018-2020 is also not 
included in the Top Brand Index product line. The instability of the percentage of sales of The 
Body Shop products, so the steps to prevent the entry of competitors, the body shop should 
increase trust in consumers. 
In addition to seeing data from the top brand index, researchers conducted initial 
interviews with consumers who have used the body shop's products. The results of interviews 
with consumers of the body shop show that there are complaints that are felt by consumers, 
such as a fairly expensive price, a mismatch on the skin, and a lack of promotion. With the 
existence of several problems, the researcher will conduct research on brand trust in The 
Body Shop products. Based on the results of previous research, there is still a gap between 
the variable brand communication and product trust, considering that brand communication is 
an important thing in product trust, it is interesting to do a repeat research. In addition, brand 
personality also has negative results on brand trust. 
RESEARCH METHODS 
This research is a quantitative study using primary data and secondary data. Sources of data 
used in this study are consumers who have used The Body Shop products. Secondary data in 
this study comes from various existing sources, in the form of documentation, records, 
government data, internet data, which are related to writing materials. The population in this 
study are consumers who have used The Body Shop products.This study focuses on the 
sample of respondents who use The Body Shop with an age range of 15-35 years. The 
theoretical framework of this research is as follows: 
 
 
Through a framework that has been formed on the basis of the gaps the researcher finds, 
the hypotheses in this study are as follows:  
H1: Brand Communication has a positive effect on Brand Image 
H2: Brand Image has a positive effect on Brand Personality 
H3: Brand Communication has a positive effect on Brand Trust 
H4: Brand Image has a positive effect on Brand Trust 
H5: Brand Personality has a positive effect on Brand Trust 
RESULTS AND DISCUSSION 
Based on the results of the normality test, it shows that the majority of univariate normality 
tests are normally distributed because the critical ratio (CR) for kurtosis (tapering) and 
skewness (inclination), is in the range of ± 2.58 Meanwhile, the multivariate data fulfills the 
normality assumption because the value is 2.105 in the ± 2.58 range. Mahalanobis distance 
value is used to see the existence of multivariate outliers. The Chi-square value in degrees of 
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freedom is 18 (as the number of indicators), at the level of p <0.05 is x2 = 42.312 which can 
be used to calculate mahalanobis. The test results show that the Mahalanobis distance value is 
not detected with a value greater than the value 42.312, which means there are no outliers 
data. 
SEM test results data indicate that the goodness of fit test. AGFI has a value of 0.81 
which is smaller than 0.90, which means that the evaluation of the model gets marginal 
results, or close to fit, then GFI has a value of 0.849 which is smaller than 0.90, which means 
that the evaluation of the GFI model gets marginal results. CMIN / DF has a value of 1.704 
smaller than 2.00, so it can be concluded that the evaluation of the CMIN model is good. NFI 
has a value of 0.887 less than 0.90, which means that the evaluation of the NFI model gets 
marginal results. TLI has a value of 0.940> 0.90, so it can be concluded that it is good or 
meets the criteria. CFI has a value of 0.949> 0.90, it can be concluded that it meets the 
criteria. RMSEA has a value of 0.072 smaller than 0.08, it can be concluded that it meets the 
criteria. From all the tests conducted, it can be concluded that TLI, RMSEA, 
Based on testing the first hypothesis, it shows that brand communication has a positive 
effect on brand image as evidenced by the CR (Critical Ratio) value of 5.217 with a P value 
(Probability) of 0.000. These two values indicate results that meet the requirements, namely 
above 2.00 for CR (Critical Ratio) and below 0.05 for the P value (Probability). The result of 
testing the second hypothesis is that brand image has a positive effect on brand personality, as 
evidenced by the CR (Critical Ratio) value of 8,480 while the P value (Probability) is 0,000. 
These two results indicate results that meet the requirements, which are above 2.00 for CR 
(Critical Ratio) and below 0.05 for the P value (Probability). Hypothesis testing 3 in this 
study is that brand communication has no effect on brand trust. This is evidenced by the CR 
(Critical Ratio) value of 1.635 while the P (Probability) value is 0.102. Both values do not 
meet the requirements, namely above 2.00 for CR (Critical Ratio) and below 0.05 for the P 
value (Probability). Furthermore, testing hypothesis 4 in this study is that brand image has a 
positive effect on brand trust, as evidenced by the CR (Critical Ratio) value of 3,823, while 
the P value (Probability) is 0,000. These two values meet the requirements, which are above 
2.00 for the CR (Critical Ratio) value and below 0.05 for P (Probability). Testing hypothesis 5 
in this study shows that brand personality has a positive influence on brand trust, as 
evidenced by the CR (Critical Ratio) value of 3.377 and the P value (Probability) of 0.000. 
 
Suggestions for Future Research 
This study has several limitations with the points previously described. Through these 
limitations, there are suggestions for future research, including: 
a. Future research may expand to other newer beauty products such as MS. glow, somethinc, 
avoskin, and more. 
b. Future research can measure other factors that can affect brand trust, such as satisfaction, 
brand identification and others 
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